ABSTRACT
INTRODUCTION
So long as digital technologies continue making communication channels and platforms more widespread and easier, people become more connected than ever before (Pittman & Reich, 2016: 155) . This connectivity enables various users with common purposes to get together, to engage various sharing, to make some comments and guidance over these sharings, to have new contents produced, as a result, to have these new contents get enriched following the same process and thus enables the creation of a partnership. In other respects, the desire to access news, current information faster without being tied to a specific location and the tendency to experience life in an integrated environment with other people, further trigger the use of this medium by people. In addition, the capability to reach more than one channel using a single vehicle increases the demand for these social networking websites (Becan, 2018: 239) .
Since internet users spend more time on Instagram compared to other social network websites (Sheldon & Bryant, 2016: 89) and since Instagram is currently defined by especially the youth as the "most important social media platform" (Sabuncuoğlu & Gülay, 2016: 112) , this research has been realized with active Instagram users with dense concentration of young people. Hirunyawipada and Paswan (2006:182) , have covered consumer innovativeness of consumers' adaptation to advanced technology products, together with perceived risk. They have approached consumer innovativeness concept with a hierarchic point of view and determined a strong connection between the consumer innovativeness and new product adaptation. These studies show that the level of innovativeness impacts an individual's search for a new product and attitude towards adaption positively.
The purpose of this study is to investigate the effect of Instagram usage attitude on opinion seeking and the mediator effect of consumer innovativeness on this relationship.
Turkish Instagram users are the universe of the present study. An online survey was used for collecting data from Instagram users. Between 28th of January and 15th of February 2019, 350 completed survey forms gather from respondents. All 350 completed surveys were analyzed for assesment. Structural equation model was used to test hypotheses in research.
INSTAGRAM AS A SOCIAL MEDIA AND A SOCIAL NETWORK SITE
The digital age which has entered our daily lives at the beginning of the century expresses a period which has been accelerated with the spread of internet use and the emergence of an effective social media with the transformation of consumers to become active users. Digitalization is an unavoidable result of the globalization by providing people who live far apart from each other, to interact with one another (İnceoğlu & Şentürk, 2014:353) . Besides, in the communication and activities such as banking and advertising, the digital age involves a process where elements such as image creation, affects society independently from time and place and shapes behavior (Castells, 1997:10) .
The "mobile and digital era" has begun on a global scale together with recently technological developments. In addition, the needs and demands of consumers are undergoing a rapid change. In purchasing, the technological environment directly affects the decision making process of the consumers (Aydoğan & Pektaş: 364) . The digital age has been observed to have an important impact on the consumer and the consumer behavior (Berry, 2014:22; Berry, 2011:14) . Influenced by social interaction, consumers who are not satisfied with less consume fast and seek immediate gratification of desired experience They have become also individuals with a focus on needs and with capabilities provided by the new generation technologies (Bassett, 2015 (Bassett, :1127 .
Social media which can be defined as internet-based applications, built on the technological foundations of Web 2.0 by users who enable information exchange (Kaplan & Heanlien, 2010: 61) , is one of the effective ways for individuals to explain and express themselves to others (Kuşay, 2010: 68) . Social media brings together many platforms. By creating profiles of their own on social media, individuals connect to other users, they establish virtual groups, provide information exchange, send messages, and engage in sharing by producing contents such as photos. Social media can also be used for different purposes such as having fun, spending free time, following the latest news, establishing friendships, providing information exchange, following other users and brands and getting in touch with them. Social media from businesses' point of view, where sharing gets done among users and interaction is realized can be also defined as new virtual environments where online services are conducted simultaneously (Hew et al., 2016:143) .
As a media channel where information is shared and distributed, social media provides its users the capability to conduct more research and evaluate choices in a shorter amount of time. Recent studies have emphasized that consumer behavior trends are directly correlated with social media use. Therefore, social media use can be said to have a direct effect on consumer behavior (Constantinides, 2014:42) .
After the traditional social media technology at the beginning of 2000s, different Social Networking Sites (SNS) have become very popular lately among especially young adults (Greenwood, 2016) . Instagram especially has approximately one billion unique users (Lup et al., 2015:250) .
Instagram, -composed of the combination of the word "instant" which refers toinstantaneous and the word "telegram" which stands for telegraph (Gibbs et al., 2014:258; Türkmenoğlu, 2014: 96) has been introduced by Apple in 2010 as a mobile social networking website (Dumas et al., 2017: 1; Yeniçıktı, 2016: 95) ,. Instagram, a video and photo sharing website (Bulut & Doğan, 2017:74) defines itself as a mobile device application designed to have all moments of life shared with real time photos. This application provides the users the capability to search and discover media with similar content produced by other users and it allows any sharing to be defined on the media platform easily (Kim et al., 2017: 536) . One of the most important characteristics of Instagram is labeling photos. Serious increase in the number of active users has been observed after the addition of the labeling feature, known as "Hashtag" (Türkmenoğlu, 2015) .
Instagram, after bought out by Facebook in 2012 (Türkmenoğlu, 2014:87) , draws attention as the world's third largest social networking platform. According to September 2017 figures, the application with more than 800 million active users per month has doubled Twitter's monthly active users with the feature of Hashtag . Twenty percent of the total internet users use Instagram. In addition, more than 80 million photos are uploaded to Instagram in a single day (Hoş, 2017) . In this respect, in addition to the proliferation of Instagram, the advantages provided by the platform in comparison to the traditional media, have pushed individual users and brands to develop different strategies in order to increase their interaction performance on these platforms (Kuyucu, 2016:77) . For many Instagram users, the main objective is to receive "likes" to reinforce personal images that would be "successful and popular" (Tifentale & Manovich, 2015) . Such "various features, capabilities presented to the user in sharing photos and content and the high number of users, have made Instagram an increasingly important medium for social media phenomenon as well" (Aslan & Ünlü, 2016: 50) . Casalo, L., Flavian, C. (2018:2) , have stated that opinion leaders are important sources of advice for consumers and that Instagram is the most used platform by many opinion leaders from various sectors. It has been also stated that whether a person is unique or not is a very important factor in the perception of a user as an opinion leader on Instagram. Moreover, opinion leadership leads consumer behavior towards both the consumer (to engage in interaction and intention to provide advice) and the sector. Djofarova et al., (2016:1) have stated that the number of female users of Instagram has increased and the women's purchasing behavior has changed as a result of being influenced by famous people's sharing and that they have taken into consideration the most those people who are identified as "blogger" and "YouTuber". According to the results of the study conducted on Instagram by Çakmak & Baş (2017:96) , individuals use Instagram mostly to provide information about themselves to people close to them, in order to receive information from them, to follow fashion and news and to shop.
OPINION SEEKING
Opinion seekers are defined by the current literature as "people seeking information or opinions from interpersonal sources to find and evaluate products, services, current events, or other areas of interest". (Feick, Price & Higie, 1986:302) .
In the literature, there are a limited number of studies on the search for ideas.
Researchers saw opinion seeking as one of the common phenomena of opinion leadership. (Flynn et. al., 1996: 138; Shoham and Ruvio, 2008: 286) . When referring to the advice of another person in relation to something that is intended to be purchased, it can be said that the person is the leader of ideas (Engel et al. 1990: 42) . Katz and Lazarsfeld (1955) examined the ways in which the opinion leadership and those who opinion leaders interacted. According to this research, those who are in search of ideas are consumers affected by opinion leaders. The opinion seeking is conceptualized as a subset of the quest for product knowledge. Consumers try to make purchasing decisions by getting satisfactory information they need from opinion leaders (Punj and Staelin, 1983:366) . Assael (1987: 428) investigated the possible reasons for the opinion seekers and the possible reasons to get the opinions of others. Assael stated that friends and relatives are reliable product information sources, and that information from personal sources facilitates the buying action and reduces the risk of false information.
Opinion seekers get information to help the decision to purchase. Katz and Lazarsfeld (1955) stated that the desire to be a member of a group is a motivating factor in adopting the values and beliefs of the group leaders. Those who are looking for opinions consult with opinion leaders to learn about products, and this helps them in the process of purchasing decisions. Beatty and Smith (1987:87) have argued that it is highly probable that a person who has little knowledge or who is concerned about a purchase will receive advice from someone he / she knows. Similarly, Alba and Hutchinson (1987: 416) found that consumers who are younger and less experienced are trusting to older and more experienced people. Opinion seekers also find mouth-to-mouth recommendations from social networking sites such as Facebook and Instagram, friends and relatives more reliable than commercial sources (Assael, 1992: 269) . Piirto (1992:34) argued that opinion leaders and opinion seekers could be differentiated by their level of activity in a social network. Flynn et al. (1996: 138) stated that these two concepts are interrelated and there may be some overlap between them, but are still two separate structures. In contrast, Feick et al. (1986: 304) argued that there was a high overlap between commenting and seeking and that the profile of opinion seekers was like that of opinion leaders. The large increase in the rate and frequency of use of Instagram leads opinion seeking consumers to head for this platform. Consumers consider the Instagram application as an important reference source for topics such as fashion, travel and healthy nutrition. It can also be said that opinion leaders, called as "social influencer", have significantly affected consumers' choice and decisions in these platforms. In light of the information given above, the hypothesis H1 was formed as follows:
The attitude towards Instagram usage has a positive effect on the opinion seeking.
CONSUMER INNOVATIVENESS
Innovation "is that meaningful value is added to what has been changed by a successful creative process" (Assink, 2006: 217) . In the most general sense, innovation is the changes in the production process, service or technology. It is a concept that is used in many fields such as economics, marketing, business management etc. and handled with different perspectives. In terms of marketing and consumer behavior, innovation is the introduction, acceptance, and application of new ideas, processes, products or services (Kanter, 1983:20) .
In the literature, innovativeness is generally examined in three ways: firm innovativeness, product innovativeness, and consumer innovativeness. Firm innovativeness is the ability of an enterprise to develop new products or start new product development. Product innovativeness is the innovation level of a product. Consumer innovativeness, which is the subject of this study, is to realize new products on the market earlier than other consumers, and to tend to buy faster and more frequently (Roehrich, 2004:671) . People who have a tendency towards consumer innovativeness try different and new products, new brands instead of previous purchase preferences (Başar & Yapraklı, 2013:152) . They defined consumer innovativeness in various ways in the literature according to different perspectives (Eryiğit & Kavak, 2011: 97) .
The innovativeness of consumers (Kim, 2008: 21) , a concept that is important in the adoption of innovation, is the tendency to buy new and different products or brands rather than previous preferences and consumption patterns (Steenkamp et al., 1999:55) . In other words, innovativeness is that a person behaves relatively earlier than others in adopting a novelty (Rogers & Shoemaker, 1971) . Consumer innovativeness; Rogers (2003:22) , according to individuals or other members of society, expressed new ideas as the degree of early adoption. Midgley & Dowling (1978: 236) stated consumer innovativeness as, openness to new ideas and grade of taking the innovation decision regardless of the experiences they learned or listened from other people and willingness to take risks. Cowart, Fox, and Wilson (2007: 517) , Telis, Yin, and Bell (2009:1) and Goldsmith, Kim, Flynn & Kim (2005: 501) have designated this definition as a tendency to adopt new products of some individuals.
Consumer innovativeness is a concept related to the adoption of innovations.
Innovators who first adopted innovations have some common features. Innovators; they are opinion leaders, have a high tolerance to risk, act independently from the norms of the social group they belong to and prefer to obtain information from the mass media. Moreover, they are not affected by the conversations between the members of the social group they belong to, they are open to new ideas and changes, they are universal rather than local and they have high socio-economic standards (Dobre, Dragomir & Preda, 2009: 23; Dickerson & Gentry, 1983: 233) .
In the digital age where change takes place very quickly and everything is consumed very quickly, consumers' reactions to new products differentiate. While some people adopt and consume innovations easily, new products and services for others mean uncertainty and risk (Bhatnagar et al., 2000: 100; Chhikara, 2010: 295) . For this reason, consumers who adopt innovations more quickly than other consumers and who are willing to pay higher prices in order to have new products before everyone else and tend to provide feedback on products, are referred as "innovative consumers".
Innovative consumers who are willing to pay higher prices in order to have new products before everyone else and tend to provide feedback on products also play an important role in spreading innovation (Kotler, 1997; Vilpponen et al., 2006) .
In another study, Lassar et al. (2005:182) looked at the impact of consumer innovativeness with personal characteristics on adaptation to internet banking and found a positive relationship between adaptation to internet banking and consumer innovativeness.
One of the most well-known and exploited roles of innovative consumers is that they are opinion leaders (Rogers, 2010: 42; Flynn et al., 1996: 138; Goldsmith et al., 2003: 321) .
Opinion leaders, who are thought to have an important social and economic role, have a status in society because they convey valuable information that benefits the people around them (Chan & Misra, 1990; Rogers, 2010) .
Mobile devices have became part of our daily routine. Easily available social media and mobile applications such as Instagram not only increased access to information but also allowed consumers to create content and share it with other users (Labrecque et al., 2013) .
Today, the possibilities offered by technology, the use of social networks such as Instagram, Facebook and Youtube can lead innovative consumers to become more innovative and to purchase innovative products, ie to use the digital environment for commercial purposes. The Internet and the "www" technology have the big potential to support goaloriented ocnsumers (Aktan, Aydogan & Aysuna: 86) . In their study, Citrin et al. (2000: 294) found that consumer innovativeness has a direct impact on consumer adaptation to Internet shopping. Individual's level of innovation has a positive impact on his / her compliance of shopping from the internet. In addition to the direct impact of innovation on the commercial use of the Internet, innovative consumers see the possibilities of the digital age as a new and facilitating way to solve current consumption problems. 
RESEARCH METHODOLOGY
The purpose of this study is to investigate the effect of Instagram usage attitude on opinion seeking and the mediator effect of consumer innovativeness on this relationship. In light of the theoretical framework and the purpose of the study, the research model in Figure 1 has been proposed.
The universe of the present study is Turkish Instagram users. In order to collect data, For research purposes, a comprehensive literature review was conducted and authors decided to use which scales to measure the constructs, included in the research model.
Instagram usage attitude was measured by six items which were adapted from Ellison et al. (2007) . Consumer innovativeness was measured by six items adapted from Demireli (2014) and also opinion seeking was measured by six items which were adapted from . Five points Likert scale was used for measurement (1: Strongly Disagree….5: Strongly Agree). On the other hand, some demographic questions and Instagram usage behavior questions were included in the survey form.
The demographic characteristics of respondents are given in the Based on Aktan (2018) , several Instagram usage reasons were directed to the participants and the most important five reasons for the participants are shown in the Table 3 .
Spending time on Instagram application is the most important reason to use application for 41,71% of participants. Table 4 Exploratory factor analysis was conducted for three scales. Kaiser-Mayer-Olkin values were 0,929, 0,878 and 0,914 and Bartlett Test significant level was 0,000 so that the sample was both adequate and sufficient for the factor analysis (see Table 5 ). The next process after confirmatory factory analysis is the hypothesis test. In order to test the hypothesis structural equation models (see Figure 2 and 3) were performed.
Figure 2. Structural Equation Model for H1
Model fit indices for the structural equation model in Figure 2 can be seen in Table 7 .
The model fit indices are within the required values so it can be said that the model is structurally valid. The standardized β coefficients, standard error, critical ratio, p and R 2 statistics of the model in question are shown in Table 8 . The findings reveal that Instagram usage attitude has an effect on opinion seeking (β=0,253; p<0,05). It can be said that H1 is supported. In order to investigate the mediating effect of consumer innovativeness on the relationship between Instagram usage attitude and opinion seeking, three conditions' existence were examined. Baron and Kenny (1986) listed these requirements as below;
1. Independent variables must effect dependent variable (see Figure 2 and The structural model for condition 2 and 3 can be seen in Figure 3 . Model fit indices
for Figure 3 are shown in Table 9 . The model fit indices are within the required values so it can be said that the model is structurally valid. The standardized β coefficients, standard error, critical ratio, p and R 2 statistics of the model in question are shown in Table 10 . 
